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ABSTRACT 
Within the domain of online health care information, the purpose of this study 
was: (1) to examine changes in the evaluation of expressive and classical aesthetics 
(Lavie & Tractinsky, 2004) on the same site across exposure times, (2) to test 
whether the evaluation of classical and expressive aesthetics across exposures 
changes between different ―modes‖ (Hassenzahl, 2004a), (3) to examine whether 
credibility has a relationship with expressive or classical aesthetics as well as any 
fluctuations across exposure times.  
The results from this thesis indicate that expressive and classical aesthetics 
are positively correlated across exposure times, while also having a significant mean 
difference across exposure times. Evidence for the positive influence of mode of use 
in providing more reliable judgments were not found. Lastly, credibility was found to 
have a positively correlated relationship with expressive and classical aesthetics 
across brief, self-paced, and usage exposure times. 
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CHAPTER 1. OVERVIEW 
The Internet is not the novelty it once was when it was first created, more and more 
people are finding it to be a necessity in everyday life. It seems you can almost do or 
find anything you need to on the Internet and, even though the amount of 
information on the Internet is monstrous, it continues to grow. With the growth of the 
Internet, the perception of it and its usage has also evolved. People used to cling to 
anonymity on the Internet but with the spread of social networking, blogging, and 
online communities, people are sharing intimate details of their life with others 
online. Health care information is more readily available online today, there are even 
some instances of practices offering online doctor visits via video chat or email. 
Indeed, doctor visits will not be going away anytime soon, but for certain types of 
situations, companies are finding an online alternative as a faster solution. How 
comfortable people are with this is still being evaluated; a younger generation more 
familiar with social networking and online collaboration view this as a natural 
progression whereas older adults (50+) are less likely to use the Internet for health 
care information (Cohen & Stussman, 2009). Part of the puzzle for increasing the 
use of online health care information and services revolves around establishing and 
improving trust (credibility)—in the Internet, the health care provider, or health care 
website. Trust is a complicated and segmented issue and for this thesis I will use the 
approach described by (Fogg et al., 2001, 2003). 
Credibility can be seen as an overall assessment of an entity or object, of 
which trust and expertise factor into the evaluation (Fogg et al., 2001, 2003). 
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Another factor with increased evidence of influencing credibility is the ―look & feel‖ or 
design qualities an object possesses. This goes back to the work of (Dion, 
Berscheid, & Walster, 1972) demonstrating physical appearance influences other 
aspects of social interaction; only now is this work being more broadly applied and 
accepted to include the visual appearance of a website. Making sure users perceive 
a site as credible initially is important as their subsequent interaction with the site 
may either reinforce or refute that initial impression, with a halo effect biased 
towards their initial perception (Fitzsimons et al., 2002). In addition to design 
influencing perceived credibility, recent studies have argued that positive affect 
improves decision-making, trust, and social interactions (Isen, 2001). Research by 
(Lavie & Tractinsky, 2004) has distinguished between two types of aesthetic design 
and aesthetic perception: classical and expressive. The classical aesthetics 
dimension emphasize orderly and clear design and are closely related to many of 
the design rules advocated by usability experts; the expressive aesthetics dimension 
is manifested by the designers‘ creativity and originality and by the ability to break 
design conventions (Lavie & Tractinsky, 2004). While these two dimensions are 
based on users‘ subjective evaluations of web pages, they seem to represent 
general and consensual notions of aesthetics (Tractinsky et al., 2006). 
Another group of researchers (Schaik & Ling, 2009) have utilized this notion 
of aesthetics presented by Tractinsky and added mode of use as an additional 
variable in order to see if it improved the reliability of aesthetic judgments. The mode 
of use has a control mode (no context provided), goal mode where users focus on 
accomplishing goals, and action mode where users focus on actions (Schaik & Ling, 
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2009). One of the outcomes of their study was evidence that providing a mode of 
use (goal / action) made aesthetics judgments more stable before actual system 
use.  A goal of my research was to extend the testing of mode of use from self-
paced exposure to actual usage with action and control modes included (Schaik & 
Ling only tested goal mode) as well as add validity to the claim that mode of use 
provides more stable assessments of aesthetics. 
An original study by Lavie & Tractinsky and an extension by (Schaik & Ling, 
2009) was used in guiding the methodology for this study. The original study 
investigated how quickly positive or negative impressions of a website are formed 
and whether or not those impressions persist with longer exposure times. Schaik & 
Ling extended this work by introducing different modes in the evaluation, allowing 
task context to be more specific, which resulted in the perceptions of aesthetics 
being more reliable. In this study, participants will evaluate a site at three different 
exposure times, rate the site against classical and expressive aesthetic criteria, and 
rate their perception of credibility and factors on the site that increase or decrease 
this perception. 
1.1 Thesis Organization 
This thesis was motivated by the work of other researchers focused on 
analyzing aesthetic perception, the role of this perception in user satisfaction, and 
the influence of this perception on the overall quality of a web site. I present the 
literature (chapter 2) that was used as the foundation for my study, which brings in 
other research on measuring aesthetic impressions and perception, context and its 
role in providing (more) stable judgments, and credibility of an information-oriented 
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website. Next, I discuss the methodology (chapter 3) used in collecting my data and 
the different parts that were taken from previous research studies. This transitions 
into my survey results (chapter 4) where I elaborate on the outcomes. Lastly, 
conclusions (chapter 5) drawn from my thesis are visited. The result of my thesis is 
the new application of previous research into a new domain (online health care 
information), replication and validity to previously tested methods, as well as some 
minor extensions to these previous methods. 
Chapter 2 begins with an overview of the different parts of research used in 
this study, followed by a more detailed discussion of each segment. This chapter 
provides a brief context for where this thesis and the research used as its foundation 
fit into the broad field of HCI. Specifically, this chapter also describes work done by 
Tractinsky on aesthetic assessment, Schaik & Ling regarding context (mode of use), 
and Fogg on credibility. 
Chapter 3 illustrates the details of my methodology used for the research in 
this thesis. I conducted an online survey of a live online health care website where 
the purpose of the website was information retrieval; user perceptions were gathered 
on credibility and aesthetic criteria across different exposure lengths to analyze the 
stability of those judgments. I discuss the different parts of my methodology taken 
from previous work by others (Fogg, Schaik & Ling, Tractinsky). I also discuss minor 
modifications I‘ve made to their methods, or in same cases exclusions due to time 
limitations and scope. 
Chapter 4 contains the results of my survey; I discuss the environment the 
study was conducted in as well as difficulties I had providing a similar environment to 
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the previous studies this thesis mimics. Demographic information, trends, 
correlations, and weaknesses are broken down and lead into the final chapter. 
Chapter 5 concludes my thesis talking about the outcomes and where my 
hypotheses and aims of research hit the mark or missed. With this I also discuss 
how this work could be improved upon and adapted for future research. 
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CHAPTER 2. REVIEW OF LITERATURE 
The research in this thesis brings together themes that are under different 
parts of the umbrella that is HCI: evolving trends of Internet usage, influence of 
aesthetics, credibility, and the impact of context. Health care information and 
services are expanding on the Internet; patients can email a doctor or 
videoconference, something many thought would not gain acceptance with privacy 
concerns. While this type of service may not be popular with all patients, it is proving 
a valuable, timesaving resource for some. This thesis looks at online health care 
information for another domain to test current research against, looking for 
similarities or differences with past outcomes. The importance of aesthetics cannot 
be overlooked; while in some HCI circles it may receive less emphasis, there is no 
doubt that the visual appearance of a digital artifact influences perception and 
preference. This thesis looks at strengthening one methodology used in classifying 
and analyzing the effect of aesthetics in a new domain. As more parts of our lives 
shift onto the Internet, the amount of trust and security needed increases, as well as 
the penalty when security fails. Credibility is crucial in the digital age because we 
cannot base communication and transactions with participants, systems, and 
mediums that do not maintain and promote our trust. The credibility of a system also 
strongly relates to design factors such as layout, typography, white space, images, 
color schemes (Fogg) and part of this thesis analyzes the relationship between 
specific design criteria and credibility. Lastly, much of what HCI does is measure 
user experience and use those results to improve products; the role of context here 
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is that users respond more reliably when guided with a context for a situation. The 
role of context in this thesis is to test whether that improved reliability through 
context transfers over to the domain of online health care information.  
2.1 Internet Usage in Society 
The Internet continues to change the way we operate and communicate with 
our friends, interact with businesses, and how we relate to society. The boom of 
Internet growth in the 90s and around the millennium was due to the advancement 
of the desktop computer; currently the mobile Internet market is exploding with the 
steady increase in the number and offerings of smartphones. Regardless of the 
medium, more and more users are flocking to the Internet for information, services, 
and community; however, there are still some significant differences in the 
demographics of people on the Internet. The Pew Internet and American Life Project 
is an ongoing research effort by the Pew Research Center. The project specifically 
collects data and publishes information from its surveys, along with trends, about 
America and the world. While Internet usage is growing and penetrating new 
markets and areas, there is still evidence that people over 65 are significantly less 
likely to use the Internet (Table 1). Couple this statistic with the increase of 
technology and Internet usage among health care providers and doctors and 
patients are missing out on resources available to give them better information, save 
them time, money, and provide a medium where communities are available to help 
cope with medical issues. Another study by (Cohen & Stussman, 2009) through the 
National Center for Health Statistics (NCHS) shows that 50% of their participants 
ages 18-64 access health care information online (Figure 1),  
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Table 1 Demographics of Internet users  
(Pew Internet and American Life Project, www.pewinternet.org) 
 
 
while only approximately 5% of participants communicated with a health care 
professional over email, refilled a prescription, or scheduled an appointment online 
(Figure 2). There are different barriers that are limiting Internet usage (security / 
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confidentiality issues, accessible connection, etc) but it is apparent that online 
content providers need to strive for relevant content for an increasing wide (and 
elderly) user group. 
 
 
Figure 1 Percentages of adults aged 18-64 who in the past 12 months looked 
up health information on the Internet or used online chat groups to learn about 
health topics, January-June 2009 
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Figure 2 Percentages of adults aged 18-64 who in the past 12 months used the 
Internet to communicate with a health care provider over e-mail, refill a 
prescription, or schedule an appointment, January-June 2009 
 
With this trend of more and more services being available online, specifically health 
care related information, the perception of how content is delivered, confidentiality 
and credibility, and the trust a user has in the system will all be huge factors in 
whether services will be adopted or discarded. Testing the domain of online health 
care information with previously established research methods cannot exclude the 
role of aesthetics and design, as it also play an integral role in user attitudes and 
perceptions. 
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2.2 HCI Background & Aesthetics 
A new usability trend (De Angeli, 2002; Hallnäs & Redström, 2002; McCarthy & 
Wright, 2004; Norman, 2004) has extended the characteristics of quality in user 
interfaces by including (and emphasizing the need for) aesthetic design and the 
influence of emotions in design (Hartmann et al., 2008). The number of research 
studies focused on the aesthetic component of usability is still rather slim; 
(Tractinsky, 1997; Tractinsky, 2000; Lavie & Tractinsky, 2004; Tractinsky et al., 
2006) has done work with assessing users‘ perception of aesthetic qualities as a 
component of quality with ATMs. Other research by Hassenzahl (2000; 2001; 2004a; 
2004b; 2008; 2009) concluded that experience and hedonic qualities were 
approximately equal in their impact on overall judgment of appeal. Add to this the 
claims of Norman (2004) that user preferences are impacted more by aesthetic 
design than traditional usability. The aesthetic quality of a product influences 
consumers‘ attitudes, and is a major determinant of its marketplace success (Bloch, 
1995), physical appearance influences other aspects of social interaction (Dion et 
al., 1972), the evaluation of an interactive system is influenced by the visual 
appearance of web pages (Zhang et al., 2001; Kim et al., 2003; Zhang & Li, 2005); 
indeed, aesthetics do matter. 
Consistent with the halo effect, several studies have suggested a correlation 
between the aesthetic quality of an interface and its perceived usability (Tractinsky, 
1997; Tractinsky, 2000), as well as the overall user satisfaction with that system 
(Lindgaard, 2003 as cited in Hartmann et al., 2008). Research by Hassenzahl 
(2004b) produced conflicting results (with MP3 player skins); the correlation between 
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perceived aesthetics and perceived (and experienced) usability were weak. This 
conflict was tested through the research by Hartmann et al. (2008), De Angeli et al. 
(2006), and Sutcliffe (2005) where they looked at how aesthetics interacts with 
usability and content. They concluded that in more serious contexts usability would 
be the main determinant of satisfaction, whereas in less serious contexts aesthetics 
is considered most important. They also suggested that aesthetics and usability (as 
determinants of satisfaction) are heavily reliant on the current tasks and goals of the 
user as well as the user‘s background. Aesthetics and usability do influence user 
satisfaction, but determining how users view the context for an online health care 
website still needs to be examined and that is one of the goals of this thesis. 
In order to gauge user‘s perception of aesthetics, Lavie and Tractinsky (2004) 
developed a framework of attributes that captured both design rules advocated by 
usability experts as well as qualities that related to a designer‘s creativity in a 
website; their original scale consisted of twenty-five items (Table 2) which was 
adapted down to six total items in this thesis to reduce participant fatigue. This 
methodology adoption mimicked the shortened scale by Tractinsky et al. (2006): 
classical aesthetics (clean, pleasant, visual) and expressive aesthetics 
(sophisticated, creative, fascinating).  
The task of grounding the definition of aesthetics in this thesis is not without 
difficulty. Work done by Fogg has some specific characteristics of the design criteria 
that have a relationship with credibility, such as layout, typography, white space, 
images, and color schemes; work by Lavie and Tractinsky has more vague 
definitions. They paint aesthetics with a very broad brush, starting in the historical 
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roots of a definition of beauty by Thomas Aquinas, onto a Greek definition by 
Baumgarten, finally ending in their own specific definition of aesthetics: ―an 
artistically beautiful or pleasing appearance.‖ Lavie and Tractinsky go further into 
more philosophical approaches of aesthetics and the background of different fields 
with it but no specific criteria are singled out to be used as a rubic. From their broad 
application of aesthetics as a pleasing experience within the HCI realm, they draw in 
common design themes that are used in improving the experience and visual 
aspects like the ones mentioned by Fogg, which are common themes for design and 
usability criteria (Zhang et al., 2001; Kim et al., 2003; Zhang & Li, 2005). Their 
approach to defining and explaining aesthetics is quite abstract and in order to 
provide future researchers with a better guide for replicating and exploring future 
work in this area more distinct definitions and criteria need to be defined.  
Table 2 Scale by Lavie & Tractinsky (2004) from which classical and 
expressive aesthetics were derived  
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The aesthetic criteria established here may or may not have a relationship with trust 
and credibility, but are part of a larger design space backed by previous research 
establishing the relationship between visual appearance and credibility; one goal of 
this thesis is look at that connection. 
2.3 Trust & Credibility 
Before technology, interactions between individuals used to mainly involve 
face-to-face communication; as technology has evolved, communication has been 
made possible through other mediums [telegram, phone, email], which remove the 
physical face-to-face requirement and in some cases present a modern alternative 
[videoconferencing]. All of these mediums and applications that use them require 
trust; users must trust users on the other end, the system they use to meet, 
communicate, and transact (McCarthy et al., 2005). With the evolution of technology 
flowing into new areas in our personal and social lives (specifically, online health 
care), trust and how it is managed to promote and sustain system usage is a key 
concern. 
If we are to realize the potential of new technologies for enabling new 
forms of interactions without these undesirable consequences, trust 
and the conditions that affect it must become a core concern of 
systems development. For such technologies [virtual organizations, 
online gaming or dating, e-government services, ambient services] the 
role of system designers and researchers is thus not one of solely 
increasing the functionality and usability of the systems that are used 
to transact or communicate, but to design them in such a way that they 
support trustworthy action and—based on that—well-placed trust. 
McCarthy et al. (2005) 
There are guidelines and criteria (Egger, 2001; Fogg et al., 2001, 2003; Nielsen, 
2001) established that help promote trust but if untrustworthy entities adopt these 
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trustworthy guidelines, the guidelines fail to meet their purpose and new approaches 
need to be adopted. The work of Fogg (Table 3) strongly emphasizes the positive 
impact of the ―design look‖ (layout, typography, white space, images, color schemes) 
of a site on improving credibility (2003); the secondary emphasis of these findings 
focuses on the structure and layout of the page.  
Table 3 Frequency of 2440 total participant comments on credibility (Fogg et 
al., 2003)  
 
While design guidelines are left out of his recommendations, part of this thesis looks 
at specific criteria (classical and expressive aesthetics) and their relationship with 
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credibility in an attempt to ground the usage of the criteria in credibility analysis. 
Users in the research of Zhang et al. (2001) listed completeness, comprehensive 
information, navigation, timeliness, and accuracy as the most important criteria for a 
health-related website with an emphasis that design criteria are left out. Yet, even 
with this data, users are clearly not advocating for a site without credibility; a users‘ 
first look at a website is the main factor in determining if they will continue looking for 
the information they seek or search for another (more credible and believable) 
alternative (Fogg et al., 2003). 
In the research presented in this thesis, participants are gauging credibility at 
different exposure times which shifts their credibility assessment from strictly visceral 
(Norman, 2004) to more cognitive judgments of credibility as interaction with the site 
increases (Robins & Holmes, 2008). Distinguishing between visceral and cognitive 
aspects of credibility is outside the scope of this study and would require a much 
more rigorous approach. The goal here is simply to try and establish a correlation 
between criteria in Tractinsky‘s aesthetics and credibility to give a more concrete 
definition to important qualities in credible health-related websites. Another important 
aspect of capturing the interplay between aesthetics and credibility is measuring this 
information reliably; mode of use (context) helps provide a more reliable context for 
the user to evaluate the criteria of research. 
2.4 Mode of Use 
Mode of use is related to the context of use for a user when they engage with 
a system, describing their mental state in relation to that system coined by 
Hassenzahl and Ullrich (2004a; 2007). Hassenzahl (2004a) states ―usage always 
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consists of behavioral goals and actions to fulfill these goals‖. When human-system 
interaction occurs in goal mode, users focus on the accomplishment of goals and the 
product is just ‗a means to an end‘ (Hassenzahl, 2004a as cited in Schaik & Ling, 
2009). In action mode, users focus on actions and the product can be ‗an end in 
itself‘ (Hassenzahl, 2004a as cited in Schaik & Ling, 2009). 
The particular mode of use is triggered by the situation in which the 
product is used and users‘ perceptions of the system are expected to 
depend on the mode in which they approach the system. In particular, 
users‘ perceptions may be influenced by their judgment of the extent to 
which the system will support their goals or actions and may be more 
consistent when judgments are made in a particular mode of use. 
(Schaik & Ling, 2009) 
This idea of mode of use (context) also resonates with work done by Hartmann, De 
Angeli, and Sutcliffe (2006; 2008; 2007) that asserts that people‘s decision making is 
adaptive and contingent upon the task, context, and their background-experience. 
One of their main hypotheses was as follows: ―We hypothesize that preferences for 
user interface designs when the scenario of use is critical will be based on more in-
depth consideration of quality attributes (content), whereas for less serious contexts 
of use, preferences will be governed by selecting designs based on general 
aesthetic impressions (2008).‖ In the conclusion, Hartmann, Sutcliffe, & De Angeli 
confirmed their hypothesis and noted that the strength of their halo effect needs 
further research; in their study ―usability problems were not serious. With more 
severe problems the halo effect from favorable aesthetics may evaporate if users 
lose trust in the system (Hartmann et al., 2007);‖ this work ties in well with mode of 
use, context, as well as the aesthetic dimensions being looked at. 
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Tractinsky et al. (2006) found that the stability of perceptions over time were 
stable from an exposure of 500ms to 10s; a question they left answered is how 
stable these perceptions are past 10s and through system usage. Work by Schaik & 
Ling (2009) adapted the methodology of Tractinsky and extended it by testing 
system usage beyond 10s, providing a look into judgments based on more than 
perception. A drawback of the methodology Schaik and Ling utilized is that 
participants were only tested in goal mode for actual system usage, so the influence 
of mode of use on perception stability was left unexplored. This thesis extends work 
by both Tractinsky and Schaik to measure the stability of perception from initial 
impression through system usage across goal, action, and control modes of use, 
adding conditions left unexplored by their work. The reasoning for this is that task 
coverage has been shown to be a more important factor in uncovering usability 
errors over having a large number of users (Lindgaard & Chattratichart, 2007). This 
follows the idea that there have been studies that aim to produce the same results, 
testing the same system, that instead end up with poor agreement among the 
different test teams (Molich & Dumas, 2008)(Francis, 2008). While the goal of my 
study isn‘t solely to find usability errors, I believe focusing on increasing task 
coverage and sampling will increase the interaction depth and time users have with 
the system which should help them more accurately assess the system and add 
reliability to the claim made by Hartmann et al. 
2.5 Hypotheses 
In this section I will discuss the hypotheses tested in this thesis and how they 
are grounded in the literature presented previously. 
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3.1.1 H1 Aesthetic perception of web pages in the domain of online 
health care information presented with a context of use (mode of use) 
are different from that without context 
Participants in this study were randomly selected to evaluate one of three modes of 
use: goal mode, action mode, and a control group. For those selected in the control 
group, no additional instructions were given in the survey while completing 
questions; goal mode users were presented with instructions designed to focus them 
on achieving a specific end result (goal) and action mode users were given 
instructions designed to focus their attention on actively interacting with the site. In 
order to determine whether modes of use produce more reliable results, statistical 
analyses will be run on the aesthetic criteria questions (which are identical across 
modes of use). 
3.1.2 H2 Aesthetic perceptions are consistent across exposures for a 
website in the domain of online health care 
Exposure times, perception, and stability are based off of Tractinsky‘s work; 
participants were asked the same set of questions at three different exposure times: 
500ms, self-paced, and system usage. The questions asked (Figure 3) involved 
rating classical / expressive aesthetics, credibility, and perceived usability on a Likert 
scale of seven. Correlations will be run on whether or not participant ratings are 
consistent across exposure times. This hypothesis will also be somewhat mixed with 
H1 in the sense that aesthetic perceptions across exposure times will also be broken 
down by context to note if stability has any limitations based on mode of use. 
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3.1.3 H3 Credibility rating is positively correlated with aesthetic 
perceptions 
Correlations between credibility and aesthetic perception across exposure times and 
mode of use will be measured. Although the credibility scale is simple (based on 
Robins & Holmes, 2008), the goal was to gauge whether credibility increased, 
decreased, or stayed the same across exposure times, modes of use, and aesthetic 
criteria. Previous work has shown credibility to be positively correlated to objects of 
higher visual appeal and this thesis adapts that work by testing a new domain of 
online health care information, as well as validating Tractinsky‘s aesthetic criteria in 
being able to gauge aspects of credibility. 
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CHAPTER 3.  METHODS AND PROCEDURES 
 
3.1 Introduction 
This chapter discusses the methods and procedures used in this thesis for 
creating the survey, conducting it, and analyzing the results. The target population 
for this study, as well as incentive to participate in the study, are also briefly 
mentioned. 
3.2 Research Design 
The design for this study stems from the previous work of multiple 
researchers; I will break down the rationale for each part that was incorporated into 
this thesis and how it is grounded in the literature previously presented. The 
aesthetic criteria being judged is based on a scale by Tractinsky and adapted by 
Schaik and Ling, cutting down a large scale to six values, three classical and three 
expressive aesthetic values (Table 3). These criteria are measured on a seven point 
Likert scale and have been previously tested and proven to measure participant 
perception of design. Analyzing how Tractinsky‘s aesthetics are viewed in different 
domains will continue to further the literature on specific criteria pertinent to those 
domains, either by replacing, refining, or adding to his scale. Including mode of use 
in this thesis is based off of the work of Schaik and Ling; in their research, 
participants‘ responses were more reliable with a (more) focused context. 
Participants will be randomly selected automatically through the online survey tool to 
test goal, action, or control mode. The questions (Table 3) will be identical across all 
modes and the results to the questions will be statistically compared across modes 
to determine if the positive improvement in reliability holds for online health care 
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sites. Lastly, credibility is included in this thesis research because it has ties to 
aesthetics and visual qualities of a system. While the criteria Tractinsky created 
were made to judge overall aesthetics and gauge user satisfaction of a system, 
credibility is deeply entwined with aesthetics; Robins & Holmes (2008) found that no 
matter how low a credibility rating for a system was, some aesthetic treatment 
improved credibility in 90% of cases.  
3.3 Survey Procedure 
3.3.1 Participants 
The participants were students enrolled at Iowa State University (ISU) over the 
summer term of 2010 and were over the age of 18. Survey participants were 
recruited through an email sent out to all students registered for the summer term; 
the ISU Registrar generated this list after all survey materials were approved by the 
Institutional Board for Review (IRB). The email contained a direct link to the survey, 
which included an informed consent, informing participants of the associated risks, 
benefits, etc. 
3.3.2 Prize and Confidentiality 
To encourage participation, there was an incentive to complete the survey, an 
opportunity to enter in a drawing for a $20 Target gift card. At the end of the survey 
period (July 1st), a participant was randomly selected and received their prize. All 
identifying information the participants included in the study for the purposes of the 
prize was deleted immediately after completion of the drawing. Participants were 
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also notified that all of the survey information would be kept on a password-
protected computer where only the sole researcher would have access to it. 
3.3.3 Survey construction 
Survey participants were asked demographic questions about personal information 
(age, gender, etc) as well as their usage and familiarity with the Internet and health 
care websites. The role of these questions was to provide data of a varied sampling 
so findings would be more generalizable. The general question types asked of 
participants are below: 
 Age 
 Education level 
 Gender 
 Race 
 College department 
 Income range 
 Internet access and computer usage 
 Heath care website usage 
 Reason for health care website usage 
 
The next portion of the survey dealt with a test scenario where users went through a 
sample process of what they would be tested on; the test case consisted of the brief 
display of a website (as an image) followed by questions on the look and feel, 
usability, and credibility of the site they were just shown (Figure 3). 
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Figure 3 Classical / expressive aesthetics, usability, & credibility questions 
 
After this test scenario finished, users were randomly selected for one of three paths 
to evaluate the same site with different modes of use (goal, action, control). The only 
difference in paths was that the goal and action modes of use presented the user 
with a brief context. Within the survey flow for any given mode of use, users were 
first presented with a screenshot of www.healthline.com for 500ms and then asked 
to answer the questions in Figure 3. This process was repeated again with the 
exposure time increased to as long as the user wanted, however in this exposure 
time, users were also asked to highlight areas of the website screenshot (Figure 4) 
that increased or decreased credibility (default neutral, one click highlighted green, 
two clicks highlighted red). After selecting these parts, users were again asked the 
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questions in Figure 3, what their reasons were for their green and red highlighted 
choices in credibility influence, and then proceeded on to the final part of the survey. 
The last part of the survey asked participants to take a few minutes to explore the 
site and then come back and rate the site with the questions from Figure 3, as well 
as perceptions on the credibility of the site after using it and their reasons for finding 
the site more or less credible. Participants then had the option of entering their name 
in a drawing for a $20 Target gift card.  
3.3.4 Survey administration 
The survey was administered through a web-based surveying tool because this was 
the most efficient and direct method to collect feedback from students. The survey 
was created, sent out through, and analyzed by www.qualtrics.com. The online 
survey was accessible to participants from June 11th through June 18th; the average 
completion time of the survey was 8 minutes, which was under the projected 15 
minutes advertised in the email sent out. 
3.3.5 Data analysis 
Participant demographics will be analyzed for trends and limitations for the sample 
size. Most of the questions asked in the survey will be statistically analyzed for 
correlation and significance with ANOVA / MANOVA methods and compared to 
previous research significance. A few of the questions in the survey ask for 
qualitative user feedback and these questions will be analyzed for themes for 
guiding recommendations, future research, and shortcomings. 
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CHAPTER 4 RESULTS 
This chapter is divided into two parts; the first part describes participant 
demographic information and details on the different groupings of participants. The 
second lists the data by different survey criteria: mode of use, aesthetic criteria, 
credibility, and exposure time and statistics associated with those criteria. The data 
is presented in a series of tables with group totals and percentages, broken down by 
different criteria to look at cross-group differences. Data from ANOVA analyses is 
also presented in table format, displaying the significance of the analyzed 
information. 
In some cases, the total number of participants fluctuates between one 
hundred thirty and one hundred thirty-two because some participants opted not to 
answer a specific question but were included in the sample due to their answering of 
all other questions. 
4.1 Data from one hundred thirty-two participants 
Students at Iowa State University for the summer term of 2010 were 
contacted by email to voluntarily participate in this survey. The list of students was 
generated by the registrar‘s office and a mass email was sent out to that list by the 
IT department. The total number of students emailed is unavailable because IT was 
sent the list directly from the registrar in order to prevent mass email abuse of 
students. Of students emailed, one hundred ninety-two responded to the survey, 
however due to incomplete responses (surveys with less than 90% question 
completion rate) some were discarded from analysis leaving one hundred thirty-two 
surveys to be analyzed. These data were gathered through qualtrics.com and 
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analyzed through their statistical capabilities included in qualtrics.com as well as 
SPSS. 
4.2 Participant information 
The survey included questions on demographic information, familiarity with 
health care websites, and Internet usage. These data were collected to see if there 
was any correlation between groups and survey criteria or significant differences 
between groups. The research this study is based on had smaller sample sizes as 
well as more homogenous populations; the aim of this study was to broaden the 
scope and apply their findings to a more diverse group. 
The percentages in the tables below include participants with over a 90% 
completion rate on their questions. It is worth nothing that, of participants who did 
not answer 100% of the questions, the questions left answered were demographic 
questions and that is why these surveys are still included in the analysis. 
Gender, status, and race 
Table 26 shows that most of the participants for this survey were undergraduate 
students (56.5%). There were forty-nine males (37.4%) and eighty-two females 
(62.6%) that participated (Table 27). Table 27 shows a breakdown specifically of 
gender and education level, with the highest group being female undergraduates at 
forty-seven out of eighty-two (35.9%) followed by male undergraduates at twenty-
seven out of forty-nine (20.6%). 
To distinguish race, the following categories were used: White/Caucasian, 
African American, Hispanic, Asian, Arabic / Middle Eastern, Other, and Prefer not to 
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specify. Table 28 shows that one hundred six (79.5%) of one hundred thirty-two 
participants was White / Caucasian followed by Asians at fifteen (11.4%). 
Participants of African American, Hispanic, Arabic / Middle Eastern, and Other / 
Prefer not to specify were under-represented in the survey and analyses for those 
groups were not completed due to the small sample size. 
College and income 
Table 29 shows that the sampling of participants from different colleges was 
distributed well; Liberal Arts & Sciences led with thirty-two (24.2%) participants, 
followed by Human Sciences with twenty-eight participants (21.2%) and Engineering 
with twenty-five (18.9%) participants. Table 30 lists Design versus Non-Design 
majors as there was the belief that if Design majors were the majority of the sample 
population they would control the results; however, the participation of Design 
majors was far less than Non-Design majors so this concern was avoided. Table 31 
shows participant income, with the average annual income of a participant less than 
$20,000 (66.4%) followed by a range between $20,000 and $29,000 (19.8%). Of 
participants who earned less than $20,000 annually, sixty-six (75.8%) were White / 
Caucasian and eleven (12.6%) were Asian. 
Internet access 
Seventy-seven (58.3%) participants in this survey indicated that they used the 
Internet over eight times a day, thirty-one (23.5%) used the Internet between five 
and seven times, and twenty-four (18.2%) responded they used the Internet 
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between two and four times daily; it is worth noting that zero respondents indicated 
they used the Internet once a day (Table 32). 
 Table 33 indicates, of participants who used the Internet more than eight 
times each day, forty-five (34.1%) were female while thirty-two (24.2%) were male, 
combining for a total of seventy-seven (58.3%) of participants using the Internet over 
eight times daily. 
Experience visiting online health care website 
Table 34 lists participants experience with online health care websites; one hundred 
eight (81.8%) indicated they had previously visited an online health care website, 
twenty-one (15.9%) indicated they had not visited an online health care site before, 
and three (2.3%) preferred not to specify their online health care website experience. 
Reason for online health care website experience 
The most often chosen reason for visiting an online health care website, according 
to Table 35, was for themselves at eighty-three (72.8%) participants, followed by 
fifteen (13.2%) for curiosity. It is worth noting that an all-of-the-above option should 
have been included. 
4.3 Exposure times 
Table 4 shows that the correlation between the mean of aesthetic perceptions 
measured by classical and expressive aesthetics across all three exposures (brief = 
0.5s, self = self-paced, usage = site usage) was significant. The correlation between 
brief exposure and self-paced exposure was .650, between self-paced and usage 
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exposure was .786, and between brief and usage exposure was .549; all of these 
correlations were significant at the 0.01 level. 
Table 4 Correlations across exposures for aesthetic criteria means 
 
 
Table 5 shows that credibility rating is significantly correlated with aesthetic 
perceptions across all three exposure times. Brief exposure and credibility rating 
showed a correlation of .729, self-paced exposure and credibility rating showed a 
correlation of .651, and usage exposure and credibility rating showed a correlation of 
.638; all of these correlations were significant at the 0.01 level. 
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Table 5 Mean aesthetic criteria, credibility, and exposure 
 
 
The correlations from Table 4 and 5 show that aesthetic perceptions are significant 
across exposure times, which allows the acceptance of the claim that aesthetic 
perceptions are consistent across exposure times and that classical and expressive 
aesthetics facilitate measuring that criteria. 
Table 6 summarizes the results of an ANOVA analysis between mean 
aesthetic perception and exposure times. The mean difference between aesthetic 
rating after brief exposure and usage exposure was .642 and between self-paced 
exposure and usage exposure was .405. This again confirms a steady increase in 
mean aesthetic rating across exposures and these differences are significant at the 
.05 level. 
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Table 6 ANOVA analysis of exposure 
 
 
The results from Table 6 lead us to reject the notion that user perceptions of 
aesthetic rating are stable across exposure time, going against the findings of 
Tractinsky; however, possible reasons for lack of stability in aesthetic judgment will 
be discussed in the conclusion. 
4.4 Mode of Use 
Table 7 shows an ANOVA analysis between mode of use and mean aesthetic 
impressions across the three site exposures. The significance between mode of use 
and brief exposure was .285, between mode of use and self-paced exposure was 
.688, and between mode of use and usage exposure was .638; none of these are 
significant, forcing us to reject the claim that mode of use provides a more accurate 
assessment of aesthetic criteria. 
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Table 7 ANOVA of aesthetic criteria and mode of use 
 
 
Table 8 shows an ANOVA analysis between credibility and mode of use across the 
three site exposures. The significance between credibility after brief exposure and 
mode of use was .344, between credibility after self-paced exposure and mode of 
use was .475, and between credibility after usage exposure and mode of use was 
.519; none of these are significant, forcing us to reject the claim that mode of use 
provides more reliable credibility assessments. 
Table 8 ANOVA of credibility and mode of use 
 
 
The results in Table 7 and 8 contradict the claim by Schaik & Ling that mode of use 
provides a more reliable assessment of criteria; at least in this study of an online 
health care website, the positive influence of mode of use must be rejected. 
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Additional evidence in Table 9 and Table 10 agrees with the above rejection. There 
was no significant difference found between mean aesthetic ratings and modes of 
use. 
Table 9 Mode of use, mean aesthetic rating, and exposure 
 
Table 10 Mode of use and mean aesthetic rating 
 
 
4.5 Classical and Expressive Aesthetics 
Table 11 breaks down the average aesthetic rating of participants by gender across 
exposure times. For brief exposure, the mean male participant rating was 4.41, the 
female mean was 4.51, and the overall mean was 4.48. For self-paced exposure, 
the mean male participant rating was 4.66 and the female mean was 4.74, and the 
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overall mean was 4.71. For usage exposure, the mean male participant rating was 
4.96 and the female mean was 5.21, and the overall mean was 5.12. 
Table 11 Descriptive statistics of aesthetic criteria, gender, and exposure 
 
 
Table 12 summarizes an ANOVA analysis of mean aesthetic rating and gender 
across exposure times. The significance between aesthetic rating and gender at the 
brief exposure was .595, between aesthetic rating and gender at self-paced 
exposure was .702, and between aesthetic rating and gender at usage exposure 
was .190. None of these values are significant; this dictates we reject the notion that 
aesthetic criteria varies between gender across exposure times. 
Table 12 ANOVA of aesthetic criteria, gender, and exposure 
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Table 13 breaks down the average aesthetic rating of participants by race across 
exposure times. For brief exposure, the mean White / Caucasian rating was 4.52, 
the mean Asian rating was 3.90, and the overall mean was 4.48. For self-paced 
exposure, the mean White / Caucasian rating was 4.76, the mean Asian rating was 
3.86, and the overall mean was 4.71. For usage exposure, the mean White / 
Caucasian rating was 5.12, the mean Asian rating was 4.64, and the overall mean 
was 5.11. The other populations are not specifically looked at in the analysis 
because of the small sampling for those groupings. 
Table 13 Descriptive statistics of aesthetic criteria, race, and exposure 
 
 
Table 14 summarizes an ANOVA analysis of mean aesthetic rating and race across 
exposure times. The significance between aesthetic rating and race at the brief 
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exposure was .218, between aesthetic rating and race at self-paced exposure was 
.019, and between aesthetic rating and race at usage exposure was .190. None of 
these values are significant; this leads us to reject the notion that aesthetic criteria 
varies between races across exposure times. 
Table 14 ANOVA of aesthetic criteria, race, and exposure 
 
 
Aesthetic criteria were correlated positively and significantly across exposure times, 
verifying the claims of other previous research. Aesthetic criteria rating was not 
found to have significant differences across gender or race in this study; however, 
differences between race may exist, a larger sample size of each race is needed for 
this determination. 
4.6 Credibility 
This section examines the data regarding credibility from the study and possible 
interactions with gender, race, or exposure times. A portion of the survey also asked 
for qualitative feedback on items of the site that influenced their perception of 
credibility positively or negatively and this is also discussed after the initial data for 
themes. 
Table 15 shows that the correlation between the mean of credibility rating 
across all three exposures (Cred1 = 0.5s, Cred2 = self-paced, Cred3 = site usage) 
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was significant. The correlation between brief exposure and self-paced exposure 
was .501, between self-paced and usage exposure was .656, and between brief and 
usage exposure was .415; all of these correlations were significant at the 0.01 level. 
Table 15 Correlations of credibility rating across exposure 
 
 
Table 16 shows a breakdown of credibility rating by gender across exposure time. At 
brief exposure, the mean credibility rating was 4.81 for males, 4.68 for females, and 
the overall mean was 4.73. At self-paced exposure, the mean credibility rating was 
5.16 for males, 5.24 for females, and the overall mean was 5.21. At usage exposure, 
the mean credibility rating was 5.38 for males, 5.44 for females, and the overall 
mean was 5.42.  
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Table 16 Mean credibility rating, gender, and exposure 
 
 
Table 17 lists an ANOVA analysis of credibility rating and gender across exposure 
times. The significance between credibility rating and gender was .510 at the brief 
exposure, .672 at self-paced exposure, and .769 at usage exposure. None of these 
values are significant; this forces us to reject the notion that credibility rating varies 
between genders across exposure times. 
Table 17 ANOVA of credibility rating, gender, and exposure 
 
 
Table 18 shows a breakdown of credibility rating by race across exposure time. At 
brief exposure, the mean credibility ratings were 4.78 for White / Caucasians, 4.13 
for Asians, and the overall mean was 4.73. At self-paced exposure, the mean 
credibility ratings were 5.21 for White / Caucasians, 4.77 for Asians, and the overall 
 40 
 
mean was 5.21. At usage exposure, the mean credibility ratings were 5.44 for White 
/ Caucasians, 5.00 for Asians, and the overall mean was 5.42.  
Table 18 Mean credibility rating, race, and exposure 
 
 
Table 19 lists an ANOVA analysis of credibility rating and race across exposure 
times. The significance between credibility rating and race was .277 at the brief 
exposure, .333 at self-paced exposure, and .248 at usage exposure. None of these 
values are significant; this forces us to reject the notion that credibility rating varies 
between races across exposure times. 
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Table 19 ANOVA of credibility rating, race, and exposure 
 
 
Table 20 shows the correlation values between credibility rating and mean aesthetic 
criteria across exposure levels. The correlation between aesthetics and credibility 
was .729 at brief exposure, .651 at self-paced exposure, and .638 at usage 
exposure; all of these values are significantly correlated, allowing us to accept the 
notion that classical and expressive aesthetics correlate with credibility rating across 
exposure times.  
Table 20 Correlations of credibility rating and mean aesthetic criteria 
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Table 21 analyzes the correlations between previous health care website experience 
and credibility rating. The correlation between credibility and previous health care 
site experience was -.054 at brief exposure, .024 at self-paced exposure, and -.080 
at usage exposure; none of these values are significant forcing us to reject the 
influence of previous health care website experience with credibility rating across 
exposures. 
Table 21 Correlation between credibility rating and previous health care 
website experience 
 
An ANOVA analysis of credibility across exposure times was found to be significant 
(Table 22). Table 23 summarizes the results, showing exposure as significant (p-
value < .05) while also showing that mode of use saw no statistical significance. 
Table 22 ANOVA analysis of credibility and exposure 
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Table 23 Credibility across mode of use and exposure 
 
 
The results in Table 24 show the significance in differences of credibility rating 
across exposure times. Significant mean differences in credibility rating between 
brief exposure and self-paced exposure was .477 and between brief exposure and 
usage exposure was .686. 
Table 24 Credibility differences between exposures 
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CHAPTER 5 SUMMARY AND DISCUSSION 
The purpose of this thesis, within the domain of online health care information, was: 
(1) to examine changes in the evaluation of expressive and classical aesthetics 
(Lavie & Tractinsky, 2004) on the same site across exposure times, (2) to test 
whether the evaluation of classical and expressive aesthetics across exposures 
changes between different ―modes‖ (Hassenzahl, 2004a), (3) to examine whether 
credibility has a relationship with expressive or classical aesthetics as well as any 
fluctuations across exposure times.  
5.1 Results 
This thesis utilized SPSS for the statistical analysis of the data. From that analysis 
the a significant correlation was found between aesthetic perception and exposure 
time (Table 4), between aesthetic perception and credibility across exposure times 
(Table 5), between credibility and exposure time (Table 15), and between credibility 
and aesthetic perception across exposure times (Table 20). In addition to these 
significant correlations, ANOVA analyses revealed significant differences between 
aesthetic ratings across exposure times (Table 6) as well as credibility ratings across 
exposure times (Table 24). 
Mode of Use 
The positive influence from mode of use in improving the accuracy of aesthetic 
perceptions of users was not present in this study (Table 7, Table 10), contradicting 
the findings from Schaik and Ling. Similarly, mode of use did not positively influence 
credibility ratings (Table 8) or provide more stable ratings; in fact there was a 
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significant difference across exposure times (Table 24). The results from Table 25 
also show mode of use as an insignificant factor in aesthetic rating, with exposure 
being the only significant factor. While this study did incorporate mode of use at a 
brief, self-paced, and usage exposure, with the usage exposure as a new test 
criteria, the tasks participants completed were still very brief, even with site usage. In 
the research of Schaik and Ling, participants had a much longer set of tasks (27) 
and even though they were solely in goal mode for those tasks and only tested 
usage exposure through that goal mode, the increased task numbers and total task 
time probably explain the difference in findings between this thesis and their 
research. Context is important and to be able to measure the influence it has on 
tasks more thoroughly, specific tasks that join together with the context the need to 
be implemented; users could always be reminded of their task context between each 
task, rather than at the beginning of a set of tasks, to ensure they are focusing on 
the tasks with the proper mindset. Previous research on mode of use seems 
oversimplified when compared to the results of this thesis; the goal of mode of use is 
providing users with a better description and grounding to complete tasks in, but 
much care is needed to supply a mode of use that is relevant. Most importantly, 
these results highlight the importance of well-designed tasks and context for users in 
testing; providing either without linking well between the test purpose and task will 
fail to achieve the desired mode of use differences. 
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Table 25 ANOVA analysis of mode of use and exposure influence on mean 
aesthetic rating 
 
Aesthetic Perception 
Participant perceptions of aesthetics were positively correlated across all exposure 
times (Table 14) at a significant level. The rating of aesthetic criteria by participants 
gradually increased across exposure times by both genders (Table 11); White / 
Caucasian participant data showed increased aesthetic perception across exposure 
times (Table 13) while Asian participants did not. In terms of interaction between 
gender and race and aesthetic perception, the data showed no significance between 
genders (Table 12) and races (Table 14). Aesthetic perceptions were also positively 
correlated with credibility ratings across all three exposure levels (Table 5). This 
confirms and adds validity to the findings of Tractinsky that user perceptions are 
indeed correlated across exposure times within the domain of online health care 
information. While the results in this thesis provide evidence that user aesthetic 
perceptions had significant differences across exposure times, the differences were 
always positive from one exposure to the next. The consistencies of Tractinsky‘s 
findings are grounded in the measurement solely being an affective response, 
 47 
 
whereas in this thesis, interaction with the site allows cognitive processing to occur 
and influence the rating on a non-visceral level. 
Credibility 
The credibility ratings from this study were positively correlated across all exposures 
(Table 15). A gradual increase in credibility ratings from brief exposure to usage was 
seen by both genders (Table 16), although there was no significant difference in 
credibility ratings between genders (Table 17). Across White / Caucasian and Asian 
participants, credibility ratings also increased gradually across exposure times 
(Table 18), although it is worth noting that aside from those two groups, other 
ethnicities had a sample size too small to draw conclusions from. While credibility 
ratings increased across White / Caucasian and Asian participant groups, no 
significance was found between racial groups for credibility ratings (Table 19). 
Credibility and aesthetics positively correlated with each other (Table 20), showing 
there is some relationship between classical and expressive aesthetics and 
credibility. Lastly, previous exposure to a health care website did not have a 
significant correlation with credibility ratings; users seemed to judge the site by 
criteria they deemed credible from previous website experiences. The significance of 
credibility rating across exposure levels (Table 23 and Table 24) provides evidence 
that the amount of exposure time can influence credibility ratings. 
 In summary, the findings of this thesis are that credibility and aesthetic ratings 
for a site increased across exposure times, that is, users found the health care 
website more credible the more they interacted with it, matching similar previous 
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research. This could be important for gathering initial feedback from users on site 
design, as their initial perception may be lower without site usage, which would be 
the context you are eventually designing for them to use. It is worth noting though, 
that the increase of ratings over time does not necessarily mean actual perception 
improved over time; familiarity with the site, whether the experience was positive or 
negative favors a positive response over an unfamiliar site (Satterfield, 2010). 
Exploring perception over time with intentionally poor sites, as well as ones more 
polished, would help provide more insight as to whether familiarity accounts for the 
positive increase. This thesis also failed to find evidence to support the notion of 
mode of use, contrasting previous research by Schaik & Ling, however context and 
task coverage is fragile; the limited specific tasks in this thesis provide support for 
disregarding modes of use unless considerable time and differentiation is 
established between tasks and contexts for those tasks. Indeed, adding a context is 
not a simple process and doing so in haste will not provide more constant results like 
previous research suggests; a closer look at mode of use and what factors constitute 
a successful context for providing constant results needs to be explored in future 
research. It could also be the case that online health care information is a domain 
that differs from the norm of the findings by Schaik & Ling, with other factors, such 
as credibility, stabilizing ratings across modes of use. Lastly, credibility was found to 
be correlated to Tractinsky‘s aesthetic ratings; this allows credibility to be further 
explored through those ratings, with grounding on specific criteria that relate to 
design elements while also using the same scales to effectively measure traditional 
concerns of human-computer interaction. 
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5.2 Limitations 
Improving the sample size for different racial groups would allow for an analysis of 
whether race plays a factor in aesthetic perception or credibility; most of the 
participants were in their 20s at a Midwest University, limiting the ability of these 
results to be generalized outside of this specific population. I had no control over the 
number of respondents as this survey was sent to a pool of students through email; 
in the future a larger sampling pool for a better response rate of more racial diversity 
or targeted recruitment of ethnic groups would be advisable to allow for desired 
analysis. 
Focusing on more specific tasks for actual site usage, rather than a self-
guided exploration of the site, should help frame participants in the context that is 
being tested; this is difficult though, as two of the three exposures frame the context 
without requiring any action by the users. If participants sped through the survey 
skimming information, the contexts provided would be even less effective, as using / 
reading them is not required to complete the survey. A better test for determining the 
influence for mode of use would involve tasks that have some element of completion 
or information retrieval. 
One addition to the survey that would have been helpful was a question 
asking how many times a month they visit online health care sites; looking at how 
frequent they visit that particular genre of sites may influence their attitude toward 
them. Also trying to break down particular tasks or reasons for being on an online 
health care site (while being careful to not specify any reason that may be too 
personal) may help to show differences in responses based on the task type.  
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Utilizing an online survey tool may not have been the best medium for the 
quick display of images to participants; rather a desktop application should have 
been used for speed and reliable behavior. In order to display the images for 
participants at a 0.5 second interval, some Javascript was needed within the survey 
and this raises a few concerns. First, if users have Javascript disabled, they would 
have not been able to continue the survey; this could have been the reason around 
sixty participants never finished the study. Secondly, the screen resolution and 
browser size could have greatly affected how much of an image users saw for the 
first two exposures. I tried to utilize as much sizing constraints as I could on the 
browsers and images to ensure participants would be able to fully see the needed 
components, but a large part of screen size and display was out of my control. 
5.3 Future Work 
The results from this survey suggest multiple avenues for future research. The most 
obvious avenue is to gather more precise data on the different participant groups to 
improve sampling across racial groups; this would allow for analyses on racially 
related findings on the criteria tested in this thesis. Incorporating qualitative research 
in with a study measuring these attributes would help to provide more insight into 
specifics reasons participants had for their ratings and choices; also, adding this 
type of data gathering would provide another angle to try and replicate and 
generalize the findings through quantitative methods. Another avenue for future 
exploration would be adding completion tasks across all exposure times to see if the 
specific tasks in each exposure keep users focused more on their mode of use and 
as a result changes the influence mode of use has on user perceptions. Similarly, as 
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perceptions across exposure times were consistent and positively correlated, 
exposure times can be left out as test criteria and more specific tasks for mode of 
use can be tested without the limitation of only perception in two of the three 
scenarios. There is also ample room for refining the assessment of credibility and its 
relationship to classical and expressive aesthetics; using a seven point Likert scale 
may not be the most reliable solution as it frames the assessment of credibility in the 
same way as classical and expressive aesthetics. Utilizing an open scale for 
participants to gauge credibility would allow more flexibility in their assessments, 
while also potentially reducing reliability. Also, exploring ways to provide a more 
reliable assessment of credibility across exposure times or specific task contexts 
would be another future research path. 
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APPENDIX A. INSTITUTIONAL REVIEW BOARD APPROVAL 
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APPENDIX B. WAIVER OF CONSENT 
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APPENDIX C. RECRUITMENT EMAIL 
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APPENDIX D. SURVEY QUESTIONS
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APPENDIX E. DEMOGRAPHIC STATISTICAL TABLES 
Table 26 Level of participant education
 
(Q 2.4 What level of education are you pursuing currently?) 
Table 27 Participant education and gender
 
(Q 2.4 What level of education are you pursuing currently?) 
Table 28 Participant race and gender 
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Table 29 Participant college department 
 
(Q 2.7 Your college department is?)  
 
 
Table 30 Participant summary: Design versus Non-Design, race, and gender 
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Table 31 Participant annual income
 
(Q 2.8 What is your annual income range?)  
Table 32 Participant Internet usage
 
(Q 2.9 How many times a day do you access the Internet by computer?)  
Table 33 Participant Internet usage by gender  
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(Q 2.9 How many times a day do you access the Internet by computer?)  
Table 34 Experience with health care websites
 
(Q 2.10 Have you ever visited a website for health care information?) 
Table 35 Participant reason for health care web site visit 
 
(Q 2.11 When you visited a site for health care information it was for?) 
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